This study develops and tests a model based on the developmental theory of place attachment. The model considers the influence of tourists' emotions on place attachment and the mediating effects of satisfaction and place attachment on the relationship between tourists' emotions and intention to recommend. The model was tested using data collected from 464 international tourists at the end of their trip to Thailand. Results show that positive emotions, negative emotions and satisfaction are significant determinants of place attachment. In particular, negative emotions display a positive relationship with place attachment. In addition, only satisfaction mediates the relationship between tourists' emotions and intention to recommend. Findings highlight the need for researchers to incorporate emotions in modeling place attachment and offer implications for marketers promoting Thailand as a tourist destination.
Introduction
Existing studies on affective consumer relationships investigates concepts of interest such as brand attachment (Thompson, MacInnis and Park 2005) , possession attachment (Ahuvia 2005) , destination attachment (Yuksel, Yuksel and Bilim 2010) , and place attachment (Vlachos, Theotokis, Pramatari, and Vrechopoulos 2010) . This rich body of research recognizes that consumers develop attachment to different situations, objects and entities. Prior research investigates attachment to festivals (Lee, Kyle, and Scott 2012) , hot spring resorts (Su, Cheng and Huang 2011) , destinations (Prayag and Ryan 2012; Yuksel, Yuksel and Bilim 2010) , heritage sites (Poria, Reichel and Biran 2006) and other natural areas (Tonge, Ryan, Moore and Beckley 2015) . Antecedents of place attachment include motivation to visit (Kyle, Mowen and Tarrant 2004) , destination image (Chen and Phou 2013; Prayag and Ryan 2012) , destination attractiveness (Cheng, Wu and Huang 2013; Hou, Lin and Morais 2005) , service quality (Su, Cheng and Huang 2011) , destination personality and trust (Chen and Phou 2013) , and personal involvement (Gross and Brown 2008; Hou, Lin and Morais 2005; Prayag and Ryan 2012) .
A significant lacuna in tourism research remains the influence of emotions on place attachment. The literature on environmental psychology recognizes an overlap between emotions felt toward a place and place attachment (Halpenny 2010; Low and Altman 1992; Manzo 2003) . Morgan (2010: 11) notes that "most authors recognize an emotional or affective component in the concept of place attachment but the word emotion, like place, has an easy-to-understand, hard-to-define quality, making place attachment if anything, more conceptually elusive than place itself". Place-people relationship consists of an array of positive emotions such as love, pride, and contentment (Scannell and Gifford 2010) . But, attachment to the environment is not always positive (Manzo 2005) . Unhappy experiences can lead to place aversion (Scannell and Gifford 2010) . The environmental psychology literature uses the term 'place affect' to describe both positive and negative emotions that visitors feel toward a place (Halpenny 2010 ). In fact, several studies have modelled place affect (Halpenny 2010; Ramkissoon and Mavondo 2015; Ramkissoon, Smith and Weiler 2013) as a sub-dimension of place attachment.
Yet, prior research recognizes that emotions and place attachment are related but distinct constructs (e.g. Altman and Low 1992; Hernandez, Hidalgo, Salazar-Laplace, and Hess 2007; Morgan 2010) . Accordingly, based on Morgan's (2010) developmental theory of place attachment, this study models emotions are antecedents of place attachment. Morgan (2010) suggests that a pattern of emotional experiences toward a place develops, with time, into a bond known as place attachment. Consumer research supports the idea that emotions felt during the consumption process are retrieved to evaluate post-consumption behaviors and these emotions influence product/brand attachment (Mugge, Schifferstein, and Schoormans 2010; Orth et al. 2012) . Furthermore, in a recent study, Hosany et al. (2015) provides strong evidence that in tourism, emotions achieve discriminant validity with the place attachment construct. However, Hosany et al. (2015) did not explicitly investigate the structural relationships between emotional responses and place attachment.
The purpose of this study is to test a conceptual model linking tourists' emotions, place attachment, satisfaction and intention to recommend. The current research focuses on tourists' holistic and hedonic experiences at a popular destination, Thailand. Vacations are primarily consumed for hedonic purposes (Otto and Ritchie 1996) . The emphasis on hedonic tourist experiences remains popular among tourism researchers (Knobloch, Robertson, and Aitken, 2016) The proposed framework ( Fig.1 ) draws on existing theorizations cutting across various disciplines such as environmental psychology (e.g. Halpenny 2010; Morgan 2010; Manzo 2005) , marketing (Orth, Limon and Rose 2010; Su, Cheng and Huang 2011; Vlachos et al. 2010) , and tourism (Prayag and Ryan 2012; Ramkissoon, Smith and Weiler 2013; Yuksel, Yuksel and Bilim 2010) . The model shows that tourists' emotions (positive and negative) are antecedents of satisfaction and intention to recommend. Place attachment and satisfaction mediates the relationship between tourists' emotions (positive and negative) and intention to recommend. Finally, satisfaction influences intention to recommend. From a practical perspective, the model posits that an understanding of the emotions that drive place attachment will enable destination marketers to formulate effective advertising and communication strategies.
The contribution of this study is four-fold. First, this research responds to recent call for tourism researchers (e.g. Hosany et al. 2015) to examine the relationship between tourists' emotional responses (positive and negative) and place attachment.
Existing studies can be classified in two main categories; the first group focuses on emotions and satisfaction in predicting future intentions or loyalty (Grappi amd Montanari 2011; Prayag, Hosany and Odeh 2013; Yuksel and Yuksel 2007) . The second research stream includes satisfaction and place attachment along with other variables (Chen and Phou 2013; Prayag and Ryan 2012; Su, Cheng and Huang 2011) to predict future intentions or loyalty. There is currently no study that examines the relationships between emotions, satisfaction and place attachment in the context of a tourist destination. Second, in the environmental psychology literature, 'place affect' (Halpenny 2010; Low and Altman 1992 ) is used to describe the emotions of an individual toward a particular place and is not considered as a distinct concept from place attachment. Similarly, in the marketing literature, brand attachment, a concept related to place attachment, has been originally conceptualized using emotional dimensions such as affection and passion (Thompson, MacInnis and Park 2005) and/or mostly positive emotions (Park et al. 2010 ). However, Hosany et al. (2015) show that emotions and place attachment are related but distinct constructs. In this study we extend existing research (e.g. . Chen and Phou 2013; Prayag and Ryan 2012; Veasna, Wu and Huang 2013; Yuksel, Yuksel and Bilim 2010) and hypothesize emotions as determinants of place attachment.
Third, the study contributes to the debate on the relationship between place attachment and satisfaction. Satisfaction is conceptualized as either an antecedent (Chen and Phou 2013; Lee, Kyle and Scott 2012; Su, Cheng and Huang 2011; Zenker and Rütter 2014) or outcome of place attachment (Hwang, Lee and Chen 2005; Prayag and Ryan 2012; Ramkissoon, Smith and Weiler 2013; Veasna, Wu and Huang 2013; Yuksel, Yuksel and Bilim 2010) . In this study, based on the developmental theory of place attachment (Morgan 2010) , we confirm that satisfaction is an antecedent of place attachment. Fourth, we propose that satisfaction and place attachment mediates the relationship between tourists' emotions and intention to recommend. Prior studies in tourism (e.g. Prayag and Ryan 2012; Veasna, Wu and Huang 2013; Yuksel, Yuksel and Bilim 2010) fail to consider the mediating effects of place attachment. To benefit theory development, mediators provide useful information on 'how' or 'why' an independent variable predicts the outcome variable (Bennett 2000; Wu and Zumbo 2008) .
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The Concept of Place Attachment
No single accepted definition or systematic theory of place attachment exists Lewicka 2011; Scannell and Gifford 2010) . In this study, drawing on Morgan's (2010: 12) developmental theory, place attachment is defined as "an affective bond to a particular geographical area and the meaning attributed to that bond". The developmental theory of place attachment attempts to bring together attachment theories in psychology (e.g. Bowlby 1982 ) and theories of place.
According to this theory, place attachment emerges from social interactions and one's evaluation of the environment. Place attachment is seen as a developmental process in which experiences during the trip are internalized at the unconscious level and subjectively manifests into an attachment to a place (Morgan, 2010) . Given the 'developmental' nature of place attachment and the meanings attributed to a place based on an individual's interactions with the place, it is important to specify a time, place and context when operationalizing place attachment. Place attachment is a meaningful construct at the end of a tourist trip, when all tourism experiences are complete. From the perspective of people-environment interactions, place attachment would thus represent an overall connection or bond between a person and a location (Tuan, 1980 Ramkissoon, Smith and Weiler 2013; Yuksel, Yuksel and Bilim 2010; Veasna, Wu and Huang 2013) . Studying visitors' attachment to national parks and recreational areas to predict pro-environmental behavior dominate existing research tradition (e.g.
Hwang, Lee and Chen 2005; Ramkissoon, Weiler and Smith 2013; Tonge et al. 2015) .
However, the emotional aspects of the tourism experience have been ignored in predicting place attachment (Orth et al. 2012 ). In addition, existing studies focus on the influence of place attachment on post-consumption behaviors such as loyalty (e.g. Chen and Phou 2013; Prayag and Ryan 2012) but ignore the mediating role place attachment plays on the relationship between on-site tourism experiences (such as emotions) and post-consumption behaviors.
Many studies recognize two dimensions of place attachment: place identity and place dependence. Place identity refers to the symbolic importance of a place as a repository for emotions and relationships that give meaning and purpose to life (Williams and Vaske 2003) . Place identity is described as a component of self-identity that increases one's sense of belonging to a place (Relph 1976; Tuan 1980) (Williams and Vaske 2003) . The functional attachment "is embodied in the area's physical characteristics and related to specific activity needs" (Su, Cheng and Huang 2011: 2724) . Repeat visitation contributes to place attachment (Moore and Graefe 1994) but recent studies (e.g. Cheng and Kuo 2015) confirm that individuals form bonds to places not visited previously.
Tourists' Emotions
Emotions are distinct from moods (Russell 1980) . Moods are mild affective states that are easily induced, transient and not attributable to a specific stimuli or object (Gardner, 1985) . Emotions are affective states characterized by episodes of intense feelings associated with a specific referent (such as a person, an object, or an event) and instigate specific response behaviors (Cohen and Areni 1991) . The psychology literature offers two major theoretical approaches to study emotions: categorical (emotion specificity) and dimensional (valence based). Categorical approaches theorize emotions as a set of idiosyncratic affective states (e.g. joy, disappointment, surprise) (see Izard 1977; Plutchik 1980) . Dimensional approaches conceptualize emotions using few dimensions such as positive and negative (Watson, Clark, and Tellegen 1988) , or pleasure and arousal (Russell 1980 Researchers often adapt scales from psychology to measure emotions in tourism. Commonly adapted valence based scales include Mehrabian and Russell's (1974) Pleasure, Arousal, and Dominance (PAD) and Watson, Clark, and Tellegen's (1988) Positive Affect and Negative Affect Scales (PANAS). However, researchers have questioned the applicability, reliability, and validity of psychological emotion scales in consumer studies (see Laros and Steenkamp 2005; Schoefer and Diamantopoulos 2008) . Hosany and Gilbert (2010) further note that existing emotion scales from psychology fail to take into account tourism and destination-specific characteristics. Recognizing the need to measure the diversity and intensity of tourists' emotional responses, Hosany and Gilbert (2010) 
Negative Emotions and Place Attachment
Tourism experiences are not devoid of negative emotions . However, there is a lack of negative emotions in tourists recalled experiences.
For example, Nawijn (2011) and Nawijn et al. (2013) report that tourists' rated their holiday experiences low in terms of negative emotions. Findings are consistent with the 'rosy view' effect (Mitchell et al. 1997) where negative occurrences in people's retrospective assessments of events are mitigated and positive experiences magnified . However, relationships people associate to places are not always positive and people can develop aversion to certain places (Relph 1985) . Some places are oppressive and as a result people feel less connected to them (Relph 1976 ).
The place attachment literature overemphasizes positive emotions toward places (Trentelman 2009 ) and how negative emotions contribute to place attachment is under researched (Manzo 2005) . Hence, the study proposes the following hypothesis:
H 2 : Negative emotions have a negative effect on place attachment
The Relationship between Tourists' Emotions and Satisfaction
Positive Emotions and Satisfaction
Satisfaction is a positive reaction resulting from favorable appraisals of consumption experiences (Oliver 1997) 
Negative Emotions and Satisfaction
Mixed evidence exists on the relationship between negative emotions and satisfaction. Previous research in marketing found a significant influence of negative emotions on satisfaction (e.g. Phillips and Baumgartner 2002; Westbrook 1987 ).
Other studies establish that negative emotions have no effect on satisfaction (e.g. 
The Relationship between Satisfaction and Place Attachment
Consistent with the developmental theory of place attachment (Morgan, 2010) , this study hypothesizes satisfaction as an antecedent of place attachment. Several studies support the satisfaction-place attachment link. For example, Su, Cheng and Huang (2011) reveal that tourist satisfaction affects both place identity and place dependence. Zenker and Rütter (2014) show that residents' overall satisfaction with a city significantly predicts attachment to the city. Lee, Kyle and Scott (2012) , in the context of festivals, further establish a positive influence of satisfaction on both place identity and place dependence. In addition, some research in marketing models consumer satisfaction as an antecedent of brand attachment (Orth, Limon and Rose 2010) . As such, it is logical to hypothesize: Lee, Kyle and Scott (2012) show that place dependence predicts word-ofmouth. Attachment is also a significant determinant of willingness to promote a brand (Park et al. 2010) . At the destination level, Prayag and Ryan (2012) establish that place identity and place dependence predict intention to recommend. Prayag and Ryan (2012) call for further research examining the relationship between place attachment and intention to recommend. Hence, the study proposes the following hypothesis: Lee et al. 2008; Prayag and Ryan 2012) . Satisfied tourists are more likely to recommend the destination to others (Bigné, Sanchez and Sanchez 2001; Chen and Tsai 2007) . Dissatisfied tourists will engage in negative word-of-mouth (Prayag and Ryan 2012) . Prior place attachment studies show that satisfaction has a positive influence on word-of-mouth (Su, Cheng and Huang 2011) . Hence, these findings lead to the following hypothesis:
Satisfaction has a positive effect on intention to recommend
Mediating Effects of Satisfaction and Place Attachment
In investigating the relationship between emotions and intention to recommend, satisfaction is often operationalized as a key intervening construct (e.g. Bigné, Andreu and Gnoth 2005; Nyer 1997; Soscia 2007; Walsh et al. 2011 ). Nyer (1997 argues that word-of-mouth is best explained using both satisfaction and consumption emotions. Prior studies (e.g., Lee et al. 2008; Su and Hsu 2013; Yuksel and Yuksel 2007 ) support a direct effect of positive emotions on loyalty (including intention to recommend). Other research supports the role of satisfaction as a mediator between emotions and intention to recommend. For example, in the context of retailing, Walsh et al. (2011) found that satisfaction partially mediates the relationship between emotions and intention to recommend. Grappi and Montanari (2011) establish an indirect relationship between emotions (positive and negative) and repatronizing intentions via satisfaction. Based on the above discussions, the following hypothesis is formulated: 
Methods
Measurement Scales
The study main constructs were measured using multi-item scales. Positive emotions were captured using six items (α=0.88) adapted from Hosany and Gilbert's To minimize any potential common method variance (CMV) bias, the survey design and administration follow Podsakoff, MacKenzie, Lee and Podsakoff's (2003) guidelines. In addition, Harman's single-factor test was employed to assess CMV (Podsakoff and Organ 1986) . The test requires loading all the constructs in an exploratory factor analysis (EFA) procedure. CMV is present if either a single factor emerges from the data, or one general factor explains majority of the variance (Podsakoff et al. 2003) . EFA results reveal the existence of a multi-factor structure (5 factors with eigenvalues greater than 1) with the first factor accounting for only 26% of the total variance (out of 73.10%). EFA results suggest common method variance is not a pervasive issue in the data.
Sampling and Data Collection
Thailand is a South-East Asia's top tourist destination (World Tourism were targeted at different times throughout the day (e.g. morning, afternoon and evening). If subjects did not qualify as international tourists, were in transit or were not willing to participate in the study, the research assistants intercepted the next available person. In total, 600 questionnaires were distributed and 570 respondents completed the survey. 53 cases were removed due to excessive missing data and a further 53 cases were identified as multivariate outliers (Mahalanobis D 2 values with p values ≤ 0.001). A final total of 464 valid cases were retained for subsequent analyses. The sample was almost equally split between males and females Table 1 ). 
Results
Measurement Model
In terms of data distribution, skewness and kurtosis for the scale items were Table 3 should be greater than the off-diagonal elements (Fornell and Larcker 1981) . Comparing all correlation coefficients with square roots of AVEs in Table 3 , results suggest strong evidence of discriminant validity.
[
INSERT TABLE 2 AND 3 HERE]
Structural Model and Hypothesis Testing
The hypothesized relationships were tested using structural equation modelling (SEM) and results are presented in Figure 1 . (Baron and Kenny 1986) . First, a direct link must be established between the independent and dependent variable. Second, the independent variable must be related to the mediating variable. Third, the mediator must be correlated with the dependent variable Fourth, the relationship between the independent variable and dependent variable must be reduced when controlling for the mediating variable. Complete mediation is established when the path coefficients for the independent variable in Condition 1 are significant and the same coefficients are not in Condition 4.
Otherwise, assuming all the four conditions hold, partial mediation is supported (Baron and Kenny 1986) . To assess whether the mediating effects are statistically significant, we follow Zhao, Lynch and Chen's (2010) guidelines. Preacher and Hayes's (2008) bootstrapping method with bias-corrected, 95 % confidence intervals and 5,000
iterations were used to test the significance of the indirect effects. If the indirect effect is significant and the confidence interval does not include zero, mediation is supported (Zhao, Lynch and Chen 2010) . The bootstrap results (see Table 4 [
INSERT TABLE 4 HERE]
Discussions and Implications
The main objective of this study was to test a conceptual framework examining the relationships between emotions (positive and negative), satisfaction, suggest that satisfaction plays a more significant role in explaining intention to recommend and serves as a stronger transient factor than place attachment. Strengthening place attachment should be a priority for destination marketers.
Managerial Implications
Findings of this study reveal that the antecedents of place attachment are emotions and satisfaction. As suggested in previous studies (e.g. Prayag and Ryan 2012; Su, Cheng and Huang 2011) , strategies to develop place attachment include enhancing tourists' interactions with the physical settings (for example, improving interpretation of cultural activities at heritage sites and immersing tourists in the destination experience through cooking classes at hotels) and encouraging social interactions between tourists and residents. Such experiences create memories that reinforce emotions associated with a place (Grisaffe and Nguyen 2011). Moreover, strategies to increase place identity and place dependence include on-site marketing of activities (Ramkissoon, Smith and Weiler 2013) and the availability of apps allowing tourists to customize their experiences. For example, on-site marketing activities such as signups for loyalty programs, exclusive discounts on tours and activities, and upgrades on hotels and flights are ways to create place dependence.
There are limited tourism experiences that are devoid of negative emotions . However, negative emotions though common, do not necessarily adversely impact evaluations of a holiday experience (Nawijn et al. 2013 ).
While DMOs should aim to arouse positive emotions, negative emotions should be managed to prevent dissatisfaction without comprising place attachment. In addition, both positive and negative emotions influence overall satisfaction. Traditional strategies such as targeting, developing niche products for specific segments, and coordinating service providers are necessary to improve tourist satisfaction levels.
However, improving tourist satisfaction cannot be isolated from strategies to enhance destination attachment given that both influence intention to recommend.
Limitations and Directions for Future Research
The results of this study should be interpreted with caution for a number of reasons. First, only conscious emotions were captured using self-reports.
Retrospective evaluations of emotional responses can be problematic (Cutler, Larsen and Bruce 1996) , given that they are vulnerable to memory reconstruction (Kahneman, Diener and Schwarz 1999 (Chen, Dwyer and Firth 2014) in the measurement of place attachment. In addition, consistent with the dominant approach in tourism research (e.g. Tonge et al., 2015) , in this study place attachment was measured post-visit.
However, an individual might have developed an attachment to a place prior to travel (Kyle, Mowen and Tarrant 2004 ). An area for future research would be to capture pre and post-visit levels of place attachment using a longitudinal research design.
Tourists to a destination comprise both first-timers and repeaters (Um, Chon and Ro 2006) . Previous research have established that first-timers and repeaters differ in terms of socio-demographics, travel characteristics, destination perceptions, travel motivations, perceived value and post-trip evaluation (e.g. Fakeye and Crompton, 1991; Petrick, 2004; Li et al., 2008; Choo and Petrick, 2016 Note: All correlations are significant at the p < 0.01 level; square root of average variance extracted (AVE) is shown on the diagonal of the matrix in boldface; inter-construct correlation is shown off the diagonal 
